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For the full text of this licence, please go to: http://creativecommons.org/licenses/by-nc-nd/2.5/ Each Nuffield study is an important social document that enables researchers to understand and assess how various political phenomena have evolved since the war.
The books remain central to the understanding of how election campaigning developed during this period. The 1945 general election, the subject of the first study, is perhaps more important as a landmark political event than as a watershed in communications' terms 5 . This is because the campaign, held in the aftermath of such a major conflict, was in many ways highly atypical by Twentieth Century standards. Similarly the elections of 1950, 1951 and 1955, called at short notice and fought by relatively poorly resourced parties, provided few opportunities for strategic innovation. 6 Thus there is a need to look beyond 1945 and the immediate post-war era as the starting point for analysing how party campaigning has evolved over time. Consequently changes in organisation both before and after this period need to be considered.
Several commentators have discussed the transformation of party political communication. A growing consensus appears to endorse the view that there are three principal periods of evolution. The introductory chapter of this volume has labelled them the 'Morrisonian', 'Wilsonian' and 'Mandelsonian' eras. Similarly Farrell 7 and Norris 8 have identified and discussed their own three stage developmental models of campaigning whilst Blumler and Kavanagh note the dawning of the 'third age of political communication'. 9 Adapting a framework popular in commercial marketing, Shama highlighted the parallels between an electoral and a business strategy. 10 By using this approach together with terminology more relevant to political communication, it is possible to distinguish three key evolutionary periods of electioneering. These are the eras of mass propaganda, media campaigning and political marketing. 11 The essence of this model is that it places greatest emphasis on the nature of the interactions between an organisation and its audiences. Critically it is this relationship, rather than any particular media or technological developments, which is central to identifying how election campaigning has developed and changed over time.
The era of mass propaganda.
In Britain the era of mass propaganda began in earnest following the introduction of universal suffrage in 1918. Prior to then campaigns had tended to be dominated by what Ostrogorski called a 'trilogy of action' which consisted of the stump meeting, canvass and leafleting. 12 During the general election year of 1910 the Conservatives managed to distribute 50 million items of literature, the Liberals 41 million and the infant Labour organisation a respectable 6 million. 13 But a key event was the Representation of the People Act, implemented at the end of the Great War, which nearly trebled the electorate and gave some women and guaranteed working-class men the vote. This landmark legislation, combined with the development of new mass media forms such as radio, meant that, in future, elections would be fought in a context where mass communications could and would play an important role.
The mass propagandist approach, which was prevalent up to the end of the 1950s, can be characterised by the essentially unidirectional flow of information from politician to voter. The party elites promoted their messages to the populace in the straightforward belief that maximum exposure for a message would heighten its appeal.
The era of propaganda did, however, witness some important experimentation in terms of political communication. The inter-war period, in particular, saw the major parties first attempts to use radio in the elections of 1924 onwards. 14 Labour for its part was far more circumspect about using advertising agencies and a plan to retain one in 1935 was shelved. As that election proved to be one of the most capital intensive of all time, political considerations rather than cost seem to have militated against the organisation's use of professional expertise. Indeed, the party's pre-election 'Victory for Socialism' campaign raised a creditable £8000.
Labour did nonetheless continue with its policy of commissioning highly effective and ingenious copy from design artists like Gerald Spenser Pryse and John Armstrong, creator of the famed 'Now Win the Peace' poster in 1945. In 1924 a highly attractive logo, the 'Liberty' badge, was approved. 19 One senior party figure,
Herbert Morrison, did however develop contacts in the marketing industries. Council's Herbert Morrison indicates, a few people within the party were keen to embrace more image conscious approaches to political communication.
The rise of media campaigning.
In the couple of decades following the Second World War two particular changes in In their study of the 1959 Conservative victory, the Nuffield authors acknowledged the electoral importance of the new commercial media environment when they prominently highlighted Lord Woolton's observation that 'the voter is also the consumer' at the head of an opening chapter. 24 Indeed, it was this election which showcased the emergence of what can usefully be termed the 'media campaign'.
Unlike the primarily unidirectional (party to voter) propagandist technique, this approach emphasised the need to solicit feedback through the use of public opinion research in order to better refine and redefine political presentation. Greater attention was paid to the promotion of the party image, particularly through the new televisual medium. Professional marketing techniques and personnel began to become integral to the functioning of campaign organisations.
Clearly influenced by his co-authoring of the 1959 Nuffield study and contribution to the following instalment, Richard Rose went on to complete Influencing Voters, his seminal study into the emergence of media campaigning in Britain. 25 Initially sceptical about the value of the new media approach, many Labour strategists were weary of committing resources to an advertising process many viewed with hostility. Nevertheless in the intervening years between the 1959 and 1964 elections, the party reorganised its campaigning. 29 The development of political marketing. 32 The notion of this as a watershed election was also reinforced by a number of environmental factors. Most notable of these was the perception that there had been a marked rise in voter volatility as suggested by the apparent decline in support for the two major parties over the course of the previous decade. The notion that electoral behaviour might increasingly come to resemble a commercial market in flux appeared to be becoming more than just an analogy. Voters, it was argued, were becoming less fixed in their allegiances and more prone to shop around for the the most attractive party offering. 33 In tandem with the theoretical re-evaluation of voter behaviour came a marked intensification and interest in the use of marketing methods, a trend reinforced own appeal. 34 Scammell reconciles the apparent disparity between Thatcher the conviction politician and her advocacy of marketing by noting how she allowed research to influence the tenor and boundary of policy. Critically, the Thatcherite project used opinion polling but also took advantage of several environmental opportunities. 35 Consequently economic circumstances, rising concern over crime, a supportive print media, a divided opposition and other factors were all exploited in a highly strategic manner.
In contrast to the Conservatives the oppositon parties were uneasy with the new communications techniques. The cost of using professional methods combined with ideological criticisms combined to limit the Liberals and Labour's adoption of marketing techniques and personnel. Nevertheless in the early 1980s the newly founded Social Democratic Party did recoup its investment in direct mail by using it to successfully raise funds and recruit members. 36 This approach soon became a key element of Conservative organisation. Before the end of the decade Labour too was displaying its commitment to the potential power of good communications. Hence during the 1987 general election, the party's conscious use of advertising and public relations showcased its belief in image management.
The 1992 general election marked arguably a major turning point in modern campaign history. This is because both of the major parties contending for office had now embraced political marketing as a strategic approach. Labour, having repositioned itself to the right following its polling saturated Policy Review, fully integrated advertising, market research and public relations into the headquarters' electoral organisation. In the aftermath of the 1983 general election defeat Robin Cook had formed a contact 'breakfast' group of sympathetic professionals to help advise on campaign strategy. 37 In 1986 the new Shadow Communications Agency (SCA) deepened the emryonic links between the party and marketing industries.
The SCA functioned by allowing Labour supporters working in the business to offer their skills and expertise on a voluntary and anonymous basis. Their charity combined with a lively and creditable performance in the 1987 general election promoted the importance of political marketing throughout the party. 38 Many of the Conservatives who lobbied for the creation of ITV were keen to exploit the public relations opportunities afforded by the new medium in order to promote the party through televisual broadcasting. 46 Crucial to these developments were key strategists like RA Butler MP, a keen supporter of the PORD, and Lords Poole and Woolton. Having commercial backgrounds the two peers were especially keen to use established management practices in the organisation of campaigning. Their confidence in such techniques appeared to be vindicated by the result of the 1959 general election. In preparing for this campaign a Liaison Committee had acted as both conduit for information and main decision-making forum for politicians, officials and consultants. 47 Though the party continued to employ an advertising agency throughout the decade, more traditionally minded publicity officials were less than convinced about more modern approaches to presentation. The organisation was forced to examine its communications' strategy following electoral setbacks in 1964 and 1966.
In 1970 something new was tried and the party retained a group of voluntary advisers. It was an approach directly modelled on that devised by Richard Nixon's aides for his successful 1968 bid to become US president. Ted Heath, the leader, was aided by party official Geoffrey Tucker together with marketing specialists and film makers including Barry Day and Bryan Forbes. 48 Their work on the successful 'Let's Go' campaign helped return a Labour government and also reinforced the view that good communications were now becoming an integral part of electoral success.
The Labour victory was followed by a more resounding success in the 1966 election.
The campaign was organised by the same strategists. 53 The formidable partnership forged between these strategists and the new prime minister led to some of them The election of Tony Blair as leader in 1994 and Labour's subsequent victory in 1997 did little to diminish the considerable speculation as to these actors' supposed power to subvert and control every facet of the organisation and its business. In a much reported 1996 interview, Shadow Cabinet member Clare Short made public her disquiet about the supposed power of the 'people in the dark' advising Blair.
Short's comments reflect a widespread concern both within and without her party that those charged with managing a politician's media relations, the so-called 'spindoctors', now hold a privileged and influential position. This they do with little apparent accountability and despite a burgeoning public profile.
Other Parties. 
Conclusions.
Three key stages in the development and transformation of British political communication have been identified. In discussing what have been termed the mass propaganda, media campaigning and political marketing the emphasis has been on the changing relationship between the party and electorate rather than any media or technological innovations. The growing use of market research as a feedback mechanism is central to understanding how political communication has developed over the course of the Century. That said there is sometimes a tendency on the part of the politicians and media to inflate their own importance as innovators or actors.
Consequently it is important to recognise that while there have been major changes in the way campaigns are now conducted, there are some significant continuities in practice and theorising. Visual media such as film and posters began to play an influential electoral role during the inter-war period. In the same era, strategists started to talk about the importance of 'image', advertising and the psychology of the electorate. Interest in these and other phenomena intensified following the Second World War with the arrival of the so-called 'consumer society'. More recently the terms 'image maker' and 'spin doctor', both obvious manifestations of a managerial approach, have come to dominate modern political discourse. Arguably the 1992 general election was something of an electoral watershed because both major parties subscribed to a marketing driven strategy. 
